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ABSTRACT 
 
 
Rafita Arum Sari. 2018. An Analysis of Repetition Techniques in Coca Cola 
Television Advertisements 2017 (Semiotic Approach of Camera Angles). Thesis. 
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Advisor : Dr. SF. Luthfie Arguby Purnomo, M.Hum. 
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The aims of this research are to analyze types of repetition techniques, to 
analyze types and function of camera angles are dominantly used in delivering the 
repetition, and to analyze the relationship between the type of repetitions 
techniques has related to the camera angles based functions types. 
The subject of this research is the television advertisements of Coca Cola 
2017. This research uses a descriptive qualitative method. The data are in the form 
of images from image sequences of television advertisements‟ video. After 
collecting the data, the researcher analyzes and categorizes the data based on the 
types of repetitions, the types and function of the camera angles, and the relation 
between the repetition and the camera angles based functions types. This research 
uses the face validity to obtain the valid data. 
The findings of the research are as follows: there is only one type of 
repetition techniques in the television advertisements of Coca Cola 2017, it is the 
logotype repetition. To capture the logotype repetition of Coca Cola in the 
television advertisements of Coca Cola 2017, the researcher finds three types of 
camera angles based functions types (i.e., eye level angle, low angle, and high 
angle). The dominant type of camera angles which is used in capturing the 
logotype‟s repetition is the eye level angle with 34 data out of 47 or 72.3% portion 
of the data finding. It is used to make impression meanings to the logotype‟s 
repetition such as to make the views notice easily, focus, and remember. In neutral 
views of the eye level angle, Coca Cola does not take any particular impression 
sides. It means that Coca Cola is in the center side around other areas. It can be 
concluded that Coca Cola gives a freedom to the consumers with the 
responsibilities itself. If the consumers take it, it means the consumers are taking 
the risks of positive or negative effects because the neutral condition of Coca Cola 
is standing around the risks. 
 
 
 
  
xiii 
 
LIST OF FIGURE 
 
Page   
Figure 1.1 A Moment of Repetition of Coca Cola‟s Logo ……….. 5 
Figure 2.2 Two Elements of Sign…………………………………. 29 
Figure 2.3 Semiosis Function …………………………………….. 30 
Figure 2.4 The Relation of Denotation Sign to Connotative Sign … 32 
Figure 2.5 High Angle Shot ……………………………………… 35 
Figure 2.6 Low Angle Shot ……………………………………….. 36 
Figure 2.7 Eye Level Shot ………………………………………… 36 
Figure 2.8  Ducth Angle Shot ……………………………………… 37 
Figure 2.9 Bird‟s Eye Angle Shot ………………………………… 38 
Figure 4.10 Logotype of Coca Cola in the bottle‟s  …………..…….. 50 
 package of Coca Cola 
Figure 4.11 Logotype of Coca Cola in a Stand of …………….……. 51 
 Coca Cola 
Figure 4.12 Logotype of Coca Cola in the Center of Frame ……..… 52 
Figure 4.13 Logotype of Coca Cola in Banner ………….…………. 53 
xiv 
 
Figure 4.14 Logotype of Coca Cola in Glass ……………………… 53 
Figure 4.15  Logotype of Coca Cola in Cup ……………………….. 54 
Figure 4.16 High Angle Shot (Small View) ……………………….. 56 
Figure 4.17 High Angle Shot (Threatened Effect) …………..……. 57 
Figure 4.18 Low Angle Shot (Important Effect) ………….………. 58 
Figure 4.19 Low Angle Shot (Dominant Effect) ………….………. 59 
Figure 4.20 Low Angle Shot (Powerful Effect) …………….……… 60 
Figure 4.21 Eye Level Angle Shot …………………….…………….. 61 
Figure 4.22 Eye Level Angle Shots (Neutral Views) ………………. 62 
Figure 4.23 Low Angle Shot (Powerful) …………………………… 64 
Figure 4.24 High Angle Shots ……………………………………. 65 
Figure 4.25 The Ending of Logotype‟s Repetition of Coca Cola .…..      69 
in Television Advertisements 2017  
 
 
  
xv 
 
LIST OF TABLE 
 
Page  
Table 4.1 Percentage of the Logotype of Coca Cola  ………… 55 
Table 4.2 Percentage of Types and Functions  ……….……… 62 
 of Camera Angles  
  
 
  
xvi 
 
LIST OF APPENDICES 
 
Page  
Appendix 01 List of Images of Coca Cola‟s Repetition … 82 
Appendix 02 Table Analysis of Data Analysis ………….. 95 
 
 
 
 1 
CHAPTER I 
INTRODUCTION 
 
 
A. The Background of the Study 
Advertising is one of the widest strategies which are used for 
promotional products. According to Weilbacher in Bird (2004: 66), the 
advertising is a marketing tool that helps to sell products of companies or 
institutions by conveying accurately and compelling information to 
consumers about their products which makes to build the confidence of 
companies or institutions. To fulfill the task (i.e., conveying accurately and 
compelling information), advertisements have to use appropriated media 
(i.e., mass media). Mass media are effective media to catch the attention of 
people because it is around of environment. The advertisements used to 
maximize each the mass media such as television, radio, newspapers, 
magazines, direct mail, outdoor displays, or mass-transit vehicles (Lee and 
Johnson, 2008: 3). 
The mass media which are used in delivering the advertisements should be 
appropriate with types of the advertisements itself because each of the 
mass media and the types of advertisements have different characteristics. 
The characteristics itself are helpful to catch attention from target 
audiences and more acceptable easily if the types of advertisements 
applied to appropriate the mass media. For instance, the advertisements in 
 
 
  
form of videos are more effective in television because it has a large space 
for a long duration.  
Other characteristics of the television as a medium of the 
advertisements are wide coverage and cost-effective. The television is 
possible to reach a large number of audiences because it is a home 
entertainment medium (Kazmi & Batra, 2009: 299). For instance, Coca 
Cola has been using the television as the medium to reach mass for their 
products.  
Many television advertisements gone unnoticed by people, it is 
why companies or institutions attempt to point brands or products with 
several techniques. The techniques used to present remain strong and 
durable products in the memory of audiences (i.e., repetition in television 
advertisement). According to Veerkumar and Jaiswal (2015: 23) and Batra 
& Myers (1996: 249), the repetition is one the simplest techniques used by 
advertisers to show repeated images of product‟s name (logo) and key 
selling message.  
Several studies have examined the effects of repeated exposure to 
the advertisements. According to Dahlen & Smith (2010: 378), repetitions 
in advertisements increase in two ways, firstly advertisements catch more 
and more attention and secondly, the advertisements are better received 
and more positively accepted. In addition, according to Mitchell and Olson 
(1976: 213-220), audiences may not be able or motivated to process the 
entire message, due to situational distractions or message complexities. 
 
 
  
According to these theories, it may take using several repetitions of the 
message before it is completely understood.  
One of the important factors is to determine variations in the 
repetition techniques which should be chosen in the advertisements to use 
maximally the effectiveness of the television advertisements. There are 
two higher levels of the repetition techniques which are used in the 
television advertisements. According to Batra & Myers (1996: 249), 
repetition of a brand‟s name and key selling message are two higher levels 
of the repetition in promoting products. According to Armstrong (2010), 
the brand‟s name carries information and emotion. Moreover, Armstrong 
(2010) explains it may be cost-effective to advertise only the brand‟s name 
to remind people of the product. The repetition of key selling message in 
the television advertisements is including slogan. It uses to emphasize 
message to the specific context, it is repeating words, clauses, and 
sentences (Keraf, 2010: 113). 
To show repetition form in the television advertisement (i.e., logo 
and slogan), it has to use a right capturing (i.e., camera angles) to capture 
the repetition itself. The camera angles used to emphasize the 
effectiveness of the advertisements specifically in repetition. This 
generally relates that the repetition and camera angles used to give an 
impression to the message and give impact to get the attention of the target 
audiences easily and more memorable. Each of camera angles‟ types has 
characteristics and functions to emphasize the message of objects. For 
instance, the basic camera angles consist of high-angle, low-angle shot, 
 
 
  
and eye level angle. The high-angle is connoting powerlessness and on 
another side, the low-angle is connoting dominant and authority (Jewler, 
Bonnie Drewniany, 2010: 238). According to Halls (2012: 62), the eye 
level angle shot creates equal status between the viewers and the subject 
(i.e., neutral views). 
The repetitions in the television advertisements were used by many 
companies or institutions to promote their brands or products and proved it 
is an effective way to catch the attention of people. In this case, the brand 
image of Coca Cola advertising. According to a survey that in 1992-1999 
for 100 respondents in 32 countries and 10 brands, Coca Cola became the 
runner-up of drink‟s industry (Suyanto, 2005: 81). Moreover, according to 
Butler (2012: 183), a slogan of Coca Cola in television advertisement (i.e., 
the pause that refreshes) is being in the third number of Top Ten Slogan of 
the Twentieth Century. It proves that advertisements of Coca Cola got a 
good attention of people. The television advertisements of Coca Cola used 
the written text of slogan and logo Coca Cola as the repetition techniques 
in the television advertisements.  
One of the television advertisements of Coca Cola which titled 
Road to Happiness Factory (2011), it shows there are 10 times of 
repetition of Coca Cola‟s logo and uses dominantly eye-level angle for 8 
times. For instance, this figure below is 8
th
 repetition. 
 
 
  
 
Figure 1.1 A Moment of Repetition of Coca Cola‟s Logo 
Source: Road to Happiness Factory, 2011 
 
The 1
st
 time repetition of Coca Cola‟s logo, it showed an empty 
Coca Cola‟s bottle was empty using an eye level angle. The 2nd repetition 
of Coca Cola‟s logo, it showed again when the empty Coca Cola‟s bottle 
was flying the way to fulfill the bottle using bird‟s eye angle. The 3rd 
repetition of Coca Cola‟s logo using an eye level angle, it showed again 
when the empty Coca Cola‟s bottle was poured of Coca Cola‟s drink. The 
4
th
 repetition of Coca Cola‟s logo using an eye level angle showed when 
the Coca Cola‟s bottle was ready to pack. The 5th repetition of Coca 
Cola‟s logo, it showed again when the Coca Cola‟s bottle is covered with 
a bottle cap using an eye level angle. The 6
th
 repetition of Coca Cola‟s 
logo using an eye level angle, it showed when the Coca Cola‟s bottle was 
in a cold area. The 7
th 
repetition of Coca Cola‟s logo using an eye level 
angle, it showed again when the Coca Cola‟s bottle pulled down in a hole, 
as the way out. The 8
th
 repetition of Coca Cola‟s logo, it showed again 
when in celebration for finally there was one bottle of Coca Cola drink 
using an eye level angle. The 9
th 
repetition of Coca Cola‟s logo using a 
 
 
  
high angle, it showed when one bottle of Coca Cola drink was rolling 
down on the way out. The 10
th
 repetition of Coca Cola‟s logo using an eye 
level angle, it showed when the bottle Coca Cola drink ready to drink.  
In conclusion from the explanation above is Coca Cola used one of 
types of repetition techniques (i.e., repetition of Coca Cola‟s logo) to 
promote their product in the television advertisements. In the television 
advertisements of Coca Cola above (i.e., the coke machine of Coca Cola 
animation 2007), there are ten times repeating of Coca Cola‟s logo. It 
expects to catch the attention of people. Moreover, in delivering the 
repetition forms in television advertisements use camera angles to capture 
it, it why the repetition related to the camera angles.  It proved that the 
repetition technique is a credible strategy. Thus, this research attempts to 
discuss how are camera angles used to emphasize delivery contribute to 
the message especially in the repetition of the television advertisement.  
This research had a title “An Analysis of Repetition Techniques in Coca 
Cola Television Advertisements 2017 (Semiotic Approach of Camera 
Angles).” 
 
B. Limitation of the Problem 
The research focuses on analyzing television advertisements of 
Coca Cola 2017. There are two unique aspects of promotional Coca Cola 
especially the repetition techniques which is adopted in the television 
advertisements. The first aspect, the repetition techniques with showing a 
 
 
  
brand‟s name or a logo, it often comes from the bottle‟s package of Coca 
Cola. In the bottle package of Coca Cola, there is a Coca Cola‟s logo with 
the red background. According to Nycz (2017: 97), the iconic fluted glass 
bottle, which still appears as a logo of Coca Cola in packages, Coca-
Cola's logo is recognizable to a whopping 94 percent of the world's 
population. In the television advertisements, it is possible that the logo of 
Coca Cola shows repeatedly. 
The second aspect, the repetition technique is applied in a slogan in 
the television advertisements. It is possible also that the slogan of Coca 
Cola can be found in the television advertisements. According to Irawan 
(2007: 74), Coca Cola has been using the slogan consistently in its 
promotional form especially in the television advertisements although the 
slogan itself changes within a certain period of time.  
In the television advertisements of Coca Cola use the repetition 
techniques which are ordering the messages. The other side, the repetition 
techniques which are adopted cannot be ordered without shooting of 
camera angle. The camera angles will be analyzed for how it is helpful to 
convey the messages correctly of the repetition in the television 
advertisements. Both of them between the repetition techniques and the 
camera angle are related to deliver the message besides, each of types of 
camera angle helps to create impression meaning to the subject (i.e., the 
repetition forms). Thus, it is important to analyze the relationship between 
the repetition techniques and the type of the camera angle base function in 
delivering the television advertisements of Coca Cola 2017. 
 
 
  
C. Problem Formulation 
Based on the explanation above, the researcher would like to 
formulate the main problems in research as follows: 
1. What types of repetition techniques are used in the television 
advertisements of Coca Cola 2017? 
2. What types and functions of camera angles are dominantly used in 
delivering the repetitions in the television advertisements of Coca Cola 
2017? 
3. How are the types of repetition techniques and the camera angles based 
functions types related in delivering the television advertisements of Coca 
Cola 2017?  
 
 
D. The Objectives of the Study  
In relation into the problem statements above, the purpose of this 
research are: 
1. To analyze types of the repetition techniques in the television 
advertisements of Coca Cola 2017. 
2. To analyze types and function of the camera angles are dominantly 
used in delivering the repetitions in the television advertisements of 
Coca Cola 2017. 
 
 
  
3. To analyze the relation between of types of repetitions has related to 
the camera angles based functions types in the television 
advertisements of Coca Cola 2017. 
 
 
E. The Benefits of the Study 
Having conducted the research, it is hoped that the result of this 
research is expected to be useful for applied linguists, English teachers, the 
students, and other researchers.  
1. Theoretical Benefit 
The application to the researcher to study and improvement knowledge 
was obtaining for studying in IAIN Surakarta. 
2. Practical Benefits 
a. For readers  
To identification of the repetition technique and the camera angles 
in one combination in delivering advertisement successfully. 
b. For teacher 
To expand knowledge to college students about a branch of 
linguistics specifically in linguistic features (i.e., the repetition 
technique) and semiotics of photography (i.e., the camera angles).  
c. For next researchers  
The research as a medium to new researchers as an inspiration 
about the branch of linguistics in linguistic features (i.e., the 
 
 
  
repetition technique) and semiotics of photography (i.e., the 
camera angles).  
 
F. Key Terms 
To avoid misunderstanding about the title of this study, that 
researcher writes definitions of key terms are: 
1. A camera angle is a key decision makes on a photo shoot, it establishes 
a relationship between the viewer, the image making the viewers 
dominant, subservient, or equal (Drewniany and Jewler, 2013: 230). 
2. Repetition technique is one the simplest techniques used by advertisers 
to show repeated images of product‟s name (logo) and key selling 
message (Veerkumar and Jaiswal, 2015: 23) & (Batra and Myers, 
1996: 249). 
3. The television advertisement is a type of advertisements which uses a 
television as a medium (Smit, 1999: 60).  
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CHAPTER II 
REVIEW ON RELATED LITERATURE 
 
 
A. Theoretical Description  
 
1. Advertisement 
An advertisement is one of the presentation forms which are 
used by companies or institutions to promote their products. According 
to Alexander (in Bird, 2004: 65), The American Marketing 
Association suggests the definition of the advertisement is any paid 
form of non-personal presentation and promotion of ideas, goods, and 
services by an identified sponsor. The sponsor itself transmits to target 
audiences. 
The advertisement is a source of information (i.e., the message) 
about the product. According to Bird (2004: 66), the message of the 
advertisement consists of verbal and non-verbal (visual) symbols. The 
verbal and non-verbal cover explicit and implicit information. It is a 
reason why the information should be understandable and believable to 
target audiences.  
To cover the information in the advertisement, there are several 
techniques. In linguistics point of view, there are techniques similar to 
in poetic texts, rhetoric figures. It uses to catch the attention of the 
target audiences. It is including in repetition schemes in linguistic 
12 
 
  
features in advertising. According to McQuarrie and Mick (1996: 429-
432) the repetition applied to create the figures sounds (i.e., rhyme, 
chime, and alliteration or assonance), words (i.e., anaphora, epistrope, 
epanalepsis, and anadiplosis), and phrase structure yields (i.e., 
parison).  
The information to the target audiences and the technique of its 
use, both of them have to appropriate with one of the advertisement 
categories. In each of categories of the advertisements, there are a 
more specific message, times, and medium (e.g., a business-to-
business advertisement is used by one business to advertise its 
products or services to another). That role used to make easier for 
advertisers create it and to the target audiences to understand it. 
The advertisement is a construction. It covers the information 
to the target audience through several techniques in one of the 
advertisement categories which bring meanings below it all. That the 
reason why the researcher interested in the advertisement, specifically 
in the linguistic features of it.  
 
2. Classifications of Advertisement 
The advertisement can be classified into four main parts such 
as purpose, target audience, geographic area, and medium, based on a 
specific aspect are as follows:  
 
 
13 
 
  
a. Classifications by purpose 
Advertising is also classified according to their purposes. 
According to Bird (2004: 69-72), he classifies some advertising 
based on their purposes are as follows: 
1) Primary and selective demand advertising  
Primary advertising is designed to stimulate demand for 
the general product class or entire industry (Bird, 2004: 69). It 
is undertaken by trade associations or cooperative groups (e.g., 
Soft-drink Board may advertise to consume more soft drink). In 
another side, according to Bird also, he states selective demand 
advertising focuses on creating demand for a particular 
manufacturer‟s brand. It is undertaken by marketers. The 
advertiser intends to create selective demand for his/her brand 
(e.g., Coca Cola). 
2) Corporate image advertising  
Lee & Johnson (2008: 8) state the focus of these 
advertisements in on establishing a corporate identity or on 
winning the public over to the organization‟s point of view. 
Most corporate advertising is designed to create a favorable 
image for a company and its product. The overall of the goal of 
this advertisement is not just for customers to buy the product 
but also to imagine the company in a positive light, to increase 
the loyalty of the brand.  
 
14 
 
  
3) Commercial and non-commercial advertising  
The distinction between commercial and non-
commercial advertisement is the goal. If the commercial 
advertisement used to make profits (e.g., products and services 
advertisement), a non-commercial advertisement used to 
inform people. According to Chole et al. (2012), the non-
commercial advertisement is undertaken by government 
bodies, charitable institution, religious organizations or by 
political groups. It has objectives such as support of civic 
ventures, asking for denotation and vote for a candidate.   
4) Action advertising 
Bird (2004: 72) states that action advertisement is 
intended to bring about immediate action by the 
advertisement‟s audience. Moreover, Lee and Johnson (2008: 
8) Action or direct response advertising involves two-way 
communication between the advertiser and the customer. It can 
use any advertising medium (e.g., mail, television, newspaper, 
magazine), and the consumer can respond, often by mail, 
telephone, or fax.  
5) Retail advertising 
It is advertising by large, medium and small retailers 
that attempt to bring consumers in their target area into their 
stores to buy merchandises (Bird, 2004: 72). The retail 
advertising emphasizes price, availability, location, and hours 
15 
 
  
of operation to their stores. The retailer is not particularly 
concerned with any specifics brands (e.g., car dealer 
advertisement).  
 
b. Classifications by target audiences 
Advertising is also classified according to their target 
audiences. According to Bird (2004: 72-73), Belch and Belch 
(2004: 19), and Bovee & Arens (1989: 12-13), they classify some 
advertising based on their target audiences are as follows:  
1) Consumer advertising 
Belch and Belch (2004: 19) state that costumer 
advertising is aimed at people who buy the brand or service for 
their own or someone else‟s use. It includes brand or service 
advertising on a national or local basis, retail advertising and 
direct respond advertising. It type of advertisement is directed 
to the ultimate consumers (i.e., the individuals who buy and use 
products or services by his or herself).  
2) Business-to-business advertising 
Bird (2004: 73) states it is used by one business to 
advertise its products or services to another. The target for 
business advertising is people who either use a product or 
service or influence a firm‟s decision to purchase another 
company‟s product or service. It includes industrial, 
professional, and trade advertising.  
16 
 
  
 
c. Classifications by geographic area 
Advertising is also classified according to their location in 
which they are supposed to appear. According to Kotler (1999), 
Bird (2004: 76), and Bovee and Arens (1989: 15-16), they classify 
some advertising based on their location are as follows:  
1) Local advertising 
Local advertising is also known as retail advertising 
(Kotler, 1999). It is undertaken by local retail stores, 
departmental stores, co-operative stores, selling cloth, saris and 
other consumer goods and consumer durables. It is directed at 
local customers. Local advertising used media such as posters, 
local magazine, newspapers, pamphlets, and etc.  
2) Regional advertising 
It has wider coverage, as compared to local advertising. 
According to Kotler, it covers a particular region, which may 
be one state, or, more than one state, the people of which may 
be having a common tongue, or, using one common product. 
Many products are sold in only one area of the county (Bovee 
and Arens 1989: 15). 
3) National advertising 
Kotler states it is generally undertaken by 
manufacturers of branded goods, for which, advertising 
messages are communicated to consumers allow the country. 
17 
 
  
Moreover, according to Bird, the term national advertising 
refers to advertising by multinational markets or the owner of a 
trademarked product (brand) or service sold through different 
distribution outlets, wherever they may be. It does not 
necessarily mean that the product is sold nationwide but in all 
major centers.  
4) International advertising 
Kotler states it is a type of advertising is undertaken by 
the companies which operate in more than one country, known 
as „multi-national‟ companies. Moreover, Bovee and Arens 
(1989: 16), state these advertisements are directed at foreign 
markets, wherever you may find the same advertisements for 
certain goods. International advertising is extremely expensive, 
involving the services of professional advertising agencies in 
different countries. For example, Coca Cola and Pepsi are 
advertised globally, as the sales are almost all over the world. 
 
d. Classifications by medium 
Advertising is also classified according to their medium in 
order to address target audiences. According to Bird (2004: 81),  he 
classifies some advertising based on their medium are as follows:  
1) Print advertising 
The printed advertising is physically printed in 
newspapers and magazines, journals, handbills, etc. Print media 
18 
 
  
advertising is the most popular form therefore, it been 
progressively increasing year after year. Moreover, Bovee and 
Arens (1989: 408) state that magazines and other print media 
newspapers present permanent „everlasting‟ record. It printed 
in papers as the medium and copied to all people.  
2) Broadcast or electronic advertising 
It used media such as radio, and television, cinema. 
Each of the media has characteristics and advantages. Radio 
works with audio (appealing only to the sense of sound) to 
selectivity audiences. According to Rozak (2009: 47), 
television as a medium that works with the impact of a moving 
picture and mostly it is livened up with voice and music (audio-
visual). The advertisement on the radio and the television 
repeated several times a day. Both of them are popular and 
relatively cheap. It is particularly good at reaching young 
people on commercial channels (Man, 1993: 9-10).  
3) Outdoor advertising  
It includes posters, neon signs, transit, point of purchase 
(POP), etc. Outdoor advertising is one of a good supporting 
media to other forms of advertising. It is a good form for 
reminder advertising, especially, the POP advertising.  
4) Internet 
The Internet offers incredible opportunities for a wide 
range of people in both business and advertising. According to 
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Rozak (2009: 42) there are two kinds of advertisement on the 
internet, graphics-based advertising and text-based advertising. 
The graphics based advertising show logo or picture while the 
text-based advertising show website full of text was written by 
copywriters.   
 
3. Television advertisements of Coca Cola 
Coca Cola is one of the most successful advertisements. There 
are many aspects which contributed to it. For instance, one of its 
aspects is a medium which is chosen to show their promotional 
advertisements. Coca Cola has been using several media to show their 
advertisements such as television, magazine, banner, and internet. 
Each of them gives a contribution to increase the purchase of Coca 
Cola. 
Television is used to show promotional advertisements of Coca 
Cola from the 1970s. It is being popular television advertisements. In 
1971s, the company of Coca Cola released a television advertisement 
became a hit showing young people from across the globe joining 
together to sing the uplifting song “I‟d like to buy the world a coke”. 
Another popular television advertisement of the 1970s featured a 
young boy offering a Coke to Pittsburgh Steelears star “Mean” Joe 
Greene, causing the burly football player to smile and toss the boy his 
jersey (Bodden, 2008: 7). There are several achievements which are 
got by Coca Cola. According to Benyon & Dunkerley (2014: 141), 
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Coca Cola is now sold in 195 countries with 5.2 billion people. 
Moreover, according to Landor Associates in 1990 complied a list of 
the Top 10 most powerful brands worldwide and Coca Cola was 
number one.  
 
4. Repetition 
Repetition covers a wide range. The repetition lexically means 
the act or an instance of repeating or being repeated (Fischer, 1994: 
15). Because of it, the repetition is adopted to be a strategy to 
memorize easily such as in advertisements.  
There are two main classifications of the repetition techniques. 
According to Veerkumar & Jaiswal (2015: 23) and Batra & Myers 
(1996: 249), the repetition technique is one the simplest techniques 
used by advertisers to show repeated images of a brand‟s or a 
product‟s name (logo) and key selling message. The repetition of a 
product‟s name is an appropriate technique to introduce a new product. 
The product‟s name carries the information and emotion of the 
product. The repetition of product‟s name may be cost-effective to 
advertise only the brand name to remind people of the product 
(Armstrong, 2010). The repetition of a slogan is an important 
technique to make the people remember easily about the product. The 
repetition of a slogan is used to help to ensure that the message is 
heard, comprehended, and remembered (Armstrong, 2010).  
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In television, advertisements are running regularly over and 
over until a certain period. This is why the advertiser using strategy 
repeating the message has more effect suggestion in the mind deeply. 
According to O'Brian (2010), this is called the repetition as the key to 
selling an idea to the deeper mind. 
The repetition in the television advertisements has many 
positive effects influencing human behavior. Several studies have 
examined it. According to Armstrong (2010: 168), the repetition helps 
to ensure that the message is heard, comprehended, and remembered. 
It is effective for almost advertisements, for a new product or 
unfamiliar product is also helpful to catch attention to target audiences. 
 
5. Classifications of repetitions 
Repetition in television advertisement can be divided into 
several main as follow:  
a. Logo style 
According to Kotler in (Venkantaraman, 2014: 2) a logo is 
a vital part of a brand. It is the face of a company. It constructs of a 
graphic element, symbol or icon of a trademark or brand and its 
logotype which is set in unique typeface or arranged by in a 
particular way. The logo represents the character or personality of 
the brand with attributing message or purpose by a company to 
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viewers. It is an identity because companies have the different logo 
for each other.  
A company used several ways to show their brand‟s logo to 
viewers. One of the ways is with showing in the promotion as in 
television advertisement. Beside the television advertisement is as 
a medium to promote products, it is also the best way to show their 
brand‟s logo using repetition. According to Veerkumar and Jaiswal 
(2015: 23), the repetition of a logo is repeating images of the 
product‟s name and logo. 
Studies about effects of showing logo in medium of 
promotion such as in advertisement have examined. According to 
Thomas et al. (2011: 337), cognitive psychologists have shown that 
human infer how common something is (i.e., frequency) by how 
easily they remember it. Consumers will actually believe the brand 
of a particular market because the brand comes to mind so quickly. 
In the real world of advertising and brand promotion, there is a 
strategy to make easily consumers to remember a brand (i.e., recall 
of the brand name). The method to promote easy recall uses 
repetition.  
In the television advertisement, there are two different logo 
styles, visual logo style and sonic logo style. According to 
Venkantaraman (2014: 1), the visual logo style is just to show the 
visual logo of the brand and sonic logo is just to show the visual 
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logo is accompanied by an audio logo. The sonic logo can be 
defined as a unique auditory identity for the brand. 
There are several elements which construct visual logo 
(e.g., shape, size and form). According to Jackson (2018), logo can 
consist of a typographic solution, symbol or icon, or a combination 
of the two. They are a number of different types of logo (i.e., 
marks) such as follows: 
1) Monograms  
This consists of a company‟s initials used for brand 
identification purposes rather than its lengthy name (Jackson, 
2018).  
For example: 
CNN (Cable News Network). 
2) Logotypes  
This form of logo consists of typographic element 
identify the business‟ name (Jackson, 2018).  
For example: 
Coca Cola. 
3) Pictorial marks (abstract marks) 
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This type of logo consists of a symbol or icon only 
(Jackson, 2018). There is not any addition of typographic 
elements which identify the business‟ name or initial name 
(i.e., acronym). 
For example: 
An iconic Apple logo, bird of Twitter logo, and a wave of Pepsi 
logo. 
4) Combination  
This logo is comprised of two elements such as an icon 
and typographic elements. The icon and text can be placed 
side-by-side, stacked on top of each other, or fused together to 
create the logo (Jackson, 2018). 
For example: 
Adidas. 
5) Emblem  
This logo encases the company name within the design 
(Jackson, 2018).   
For example: 
Starbucks. 
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b. Slogans 
Advertising slogans are an important part of any advertising 
campaign. It has been used by various organizations to catch the 
attention of receivers. According to Skorupa and Duboviciene 
(2015: 111), “The advertising slogan is as a short catchy phrase 
related to a specific brand, which defines, presents, and helps 
consumers to remember the key concepts of a brand or advertising 
company itself.”  
The advertising slogan used devices to help receivers easily 
to remember and also later to recall the text. According to 
Duboviciene and Skorupa (2014: 64), they analyze that there are 
linguistic features in advertising slogans (i.e., rhetorical figures). 
Moreover, they classify each of them based on the characteristics 
of them. 
1) Rhetorical figures 
The rhetorical figure is an artful deviation, at the level 
of the formal structure of a text, and imposes a grouping 
requirement each with distinct characteristics (McQuarrie & 
Mick, 1996: 425). In the rhetorical figures consist of groups of 
schemes (i.e., deal with word order, syntax, letters, and sounds) 
and tropes (i.e., alteration of the normal meaning of an 
expression). According to Kelen (2007: 9) and Leech (2014: 
74), schemes involve re-pattering words by altering the normal 
ways in which words would be expected to fall together to 
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make meaning which gives effect to the forceful and 
harmonious presentation of ideas (e.g., figures of alliteration 
and anaphora), by contrast, tropes which radical in scope and 
more powerful in effect involving to alter the meanings of 
words by altering the way in which they mean (e.g., metaphor 
and irony).  
The slogan in advertisements can be found the 
rhetorical figures. The rhetorical figures use to maximize 
impact and aid memorably because employing the schemes and 
the tropes which bring effects forceful. According to 
McQuarrie & Mick (1996: 427), the rhetoric figures in the 
advertisement are used to deliberate and to design to serve as 
an effective adaptation to the circumstances in which the 
advertisement is encountered.  
Most popular of rhetorical figures which use in 
advertising slogan is repetition scheme. According to Lawrie 
(2006: 102), the key idea or an argument can be achieved in 
mind of consumers is used repetition. For instance, assonance 
(i.e., repetition of vowel sounds) makes the slogan more 
memorable (Blythe, 2006: 497).  
2) Types of repetitions in rhetorical figures 
The repetition in advertising slogan applied to sounds, 
words, and phrase structure yields. According to McQuarrie & 
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Mick (1996: 426) and (McQuarrie and Phillips, 2008), there are 
several kinds of the repetition as follows:  
a) Rhyme  
It repeats sounds at ends of words or phrases 
(McQuarrie and Phillips, 2008).  
For example:  
Kia Ora “We all adore a Kia-Ora.” 
b) Alliteration (chime)  
It repeats the same consonant sound in the initial 
position in three or more subsequent words or the majority 
of the words with alliteration (McQuarrie and Phillips, 
2008). 
For example:  
Fosamax “Fight Your Fear. Introducing Fosamax.” 
c) Assonance  
It repeats vowel sounds within a majority of the 
words in a phrase or sentence (McQuarrie and Phillips, 
2008). 
For example:  
Program flea controls “One does. Once a month.” 
d) Anaphora  
It repeats the same first word or phrase (McQuarrie 
and Phillips, 2008). 
For example:  
28 
 
  
Naturalistics cosmetics “Natural Beauty. Natural 
Ingredients. Natural Glow.” 
e) Epiphora  
It repeats the last word(s) (McQuarrie and Phillips, 2008). 
For example:  
Home Pride‟s “You don‟t have to butter it, jam it. Or toast 
it to taste it.” 
f) Epanalepsis (chiasmus) 
It ends with the same word(s) with which it began 
(McQuarrie and Phillips, 2008). 
For example:  
Alpha‟s “Your first computer dealer is just as important as 
your first computer.” 
g) Anadiplosis (epizeuxis) 
It starts a clause or phrase with the last word(s) of 
the prior clause or phrase (McQuarrie and Phillips, 2008). 
For example:  
 Soft Weave “Now… „facial soft’-Soft-Weave.” 
h) Polyptoton  
It uses different forms of the same root word in the 
same sense (McQuarrie and Phillips, 2008).  
For example:  
Armstrong tries‟ “The fat get fatter.” 
i) Parallelism (parison) 
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It uses a parallel construction in similar length 
phrases that often repeat a number of words (McQuarrie 
and Phillips, 2008).  
For example:  
Silentite windows “The beauty you crave- The comfort you 
want.” 
 
6. Semiotics of photography 
The expert of semiology, Ferdinand de Saussure in (Curtin, 
2006: 52) stated that semiology as a science which studies the role of 
signs as part of social life. The idea of Saussure emphasizes that 
entities do not precede their naming otherwise a name would mean the 
same thing in every language, its deal with society. Saussure defines 
the sign as the relationship between a signifier (sound-image as 
perceived) and a signified (the meaning or concept itself). 
 
 
Figure 2.2 Two Elements of Sign 
Source: The Digital Media Handbook, 2013 
 
According to Madanipour (2007), a signifier was the physical 
appearance of a sign that can be perceived by the senses and a 
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signified is meaning of that sign as commonly held by the speakers of 
language. For instance, the signifier „dog‟ through the conjunction of 
letters d-o-g and signified of „dog‟ may be four-legged animal with a 
tail. The signifier and the signified is unity as a sheet of paper, the 
signifier as upper side and the signified as underside (Andriyani, 2017: 
287). Both of them cannot separate from each other.  
The idea of semiology was rendered more complex by 
American pragmatic philosopher, Charles Sanders Peirce. In Peirce‟s 
philosophical investigations, what he called semiotics through a 
concern with symbols (Stam, 2005: 4). According to Peirce in 
Marmaridou (2000: 17), semiosis is “an action, an influence, which is, 
or involves, a cooperation of three subjects, such as a sign, its object 
and its interpretant, this tri-relative influence not being in any way 
resolvable into action between pairs.”  
 
 
Figure 2.3 Semiosis Function 
Source: Tacit Knowledge and Spoken Discourse, 2013 
 
In Pierce‟s model, semiosis functions through three, rather than 
two, positions (i.e., sign, object, and interpretant). According to Curtin 
(2006: 53), they are the sign (that which stands), the interpretant (i.e., 
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meaning itself), and the object (i.e., things for which the sign stands). 
For instance, sign „dog‟ through the word „dog‟, object „dog‟ is the 
animal called „dog‟, and an interpretant „dog‟ is notions like „animal‟ 
or „fidelity‟. 
For semiotics and visual culture, Peirce classified the signs into 
three terms, such as icon, index, and symbol (Curtin, 2006: 53). An 
icon is linked to a signifier through similarity in appearance (e.g., a 
photo of a tree, it is an icon of the tree itself). An indexical sign is a 
sign as registration of real. It has a correlation of the signifier to the 
signified, as cause and effect (e.g., the sight of smoke indicate of the 
fire). A symbol is linked the signifier and the signified in a purely 
arbitrary or conventional way, the link is not physical or logical (e.g., 
flags which construct of meanings are different with each other 
countries).  
Roland Barthes, French literary critic and semiotician, Barthes 
introduced two systems of signification such as denotation (first order 
signification) and connotation (second order signification) in Elements 
of Semiology (1964).“Denotation is the descriptive and literal level of 
meaning shared by virtually all members of culture” (Barker, 2003: 
79).  The denotation meaning can be proved by dictionary. For 
instance, „lion‟ (signifier) denotes the concept of a large cat (signified). 
But, according to Barthes that meaning does not end there. When one 
hears the word „lion‟, he or she may briefly form the mental image of a 
large cat, but the mental image (as a signifier itself) will evoke still 
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other association (new signifieds) such as „courage‟ and „pride‟  (Ott 
and  Mack, 2010: 105).   
 
 
Figure 2.4 The Relation of Denotative Sign to Connotative Sign 
Source: Critical media studies: An introduction, 2010 
 
The second order signification is called connotation. “Connotation 
involves meaning that is generated by connecting signifiers to wider 
cultural” (Barker, 2003: 79). It operates at level ideology and myth. 
Barthes applied a semiotic analysis to photography and cultural 
activities (e.g., writing, fashion, film, and exhibitions). According to 
Barthes in Batey (2005) suggests photography as an example, where 
the difference between denotation and connotation is clear. The 
objective of semiotics of photography is to exhaustively describe the 
processes of signification and meaning informing the photographic 
image (Warren, 2005: 1404). It emphasizes in the structure and 
function of the photographic message and the precise nature of 
photographic information such as of framing, shooting angles, lighting 
selection, field depth, alteration of prints, and the use of captions 
where trying to determine how the photographer constructs an image, 
making its signification and, consequently, directing its interpretation.  
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In photography, the denoted meaning is conveyed through the 
mechanical process of reproduction and connotative meanings are 
introduced by human intervention through lighting, pose, camera 
angles, focus and so forth (Tomaseli, 2006: 56). For instance, 
according to Batey (2005), the photograph would denote that particular 
street, just as the word street denotes a road or thoroughfare with 
buildings on either side. But the same street can appear very different 
according to how it is photographed (i.e., I can use a color film, pick a 
day of pale sunshine, use a soft focus and make the street appear a 
happy, warm, humane community for the children playing in it.). 
  
7. Camera angles 
The most significant aspect of camera placement involves 
camera angle. Camera angle itself is the viewpoint or angle from 
which the camera films the subject (George, 2012: 295). Moreover, the 
camera angle establishes a relationship between the viewer and the 
image (Solomon, 2009: 230). Changing the camera angles can create 
visually interesting compositions, but it can also affect how the 
audiences views and empathizes with the subjects being portrayed 
(Byme and Braha, 2012: 239). It means that the camera angle has 
reflection meaning was created by director to affect audiences feelings.   
To reflect the idea to affect audiences feelings have to establish 
a point of view of camera angles and kind of camera angles itself. 
According to Jewler (2010: 238), he states that there are two points of 
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view of the camera, objective and subjective points of view, it is doing 
so often helps others understand the idea. The first, the objective of 
point of view (objective camera), it is the camera records the action 
from the viewpoint of an observer not involved in the action. The 
camera never looks directly into the less because the world destroyed 
the objective relationship between them and the viewers. In the 
subjective point of view (subjective camera), the camera involves the 
viewer in the action by representing the point of view of a person in 
the scene.  
 
8. Classifications of camera angles 
There are basic of camera angles are used dominantly in almost 
shots. The basic camera angles consist of high angle, low angle and 
straight on-level angle (eye level or neutral angle) by R. Greenwood 
(2003: 53) and Jewler (2010: 238). But, there are other kinds of camera 
angles involve oblique angle (dutch angle) and bird‟s eye angle (aerial 
angle). They convey a different feel are follows: 
a. High angle 
The camera is positioned above the eye-line so that it is 
looking down at the subject (Halls, 2012: 62). Moreover, Halls 
stated that the effect of high angle shot makes the subject looks 
smaller and diminishes their power. Additionally, according to 
Cahir (2012: 65), high angle shot gives effect to subject threatened. 
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Figure 2.5 High Angle Shot  
Source: How to Create Learning Videos Fast and Affordably, 2012 
 
b. Low angle 
The camera is positioned below the eye level so camera is 
looking up at the subject (Halls, 2012: 62). According to Stadler 
and McWilliam (2010: 37) it is allowing the subject to dominate 
screen space and sometimes giving the impression of 
aggrandizement. Moreover, Halls (2012: 62) stated that it makes 
the subject looks bigger and gives the subject the power. These 
shots are used to convey confidence, power, and control. 
 
 
Figure 2.6 Low Angle Shot 
Source: Screen Media: Analysing Film and Television, 2009 
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c. Eye level angle 
The eye level shots create equal status between the viewers 
and the subject (Halls, 2012: 62). It means that the camera‟s 
position is on the same level as the subject without tiling upward or 
downwards. Moreover according to Halls (2012: 62), it is best to 
place the camera ever so slightly below the eyes, but not so much 
as to notice it. 
 
 
Figure 2.7 Eye Level Angle Shot 
Source: How to Create Learning Videos Fast and Affordably, 2012 
 
d. Dutch angle 
The camera is at an oblique the image and the horizon line 
lean to one side as though the camera cocks its head. 
Conventionally, oblique angle indicates the world is off kilter or 
show that a character is unbalanced, or perceives the world from an 
unusual perspective (Stadler and McWilliam, 2010: 37).  
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Figure 2.8 Ducth Angle Shot 
Source: Film Production Technique: Creating the Accomplished Image, 5th, 
2008 
 
e. Bird‟s eye angle 
Eye‟s bird angle is when the camera is positioned above the 
subject and at a great height. Moreover, Halls (2012:63) states that 
it is the classic helicopter shot and not very common for training 
videos because it‟s expensive shot to get and is more artistic than 
functional. It‟s very unnatural because it makes subject look such 
height. It also communicates a lot of visual information regarding 
location, but has a diminishing.  
  
 
Figure 2.9 Bird‟s Eye Angle Shot 
Source: Film Production Technique: Creating the Accomplished Image, 5th, 
2008 
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B. Previous Studies 
There are some researches related to this research which has 
similarities and differences things, however it has the different focus 
absolutely. The similarities of the research and other researches which 
related are used as references. Another side, the differences of both of 
them became a proof that there is not previous research which has the 
same an idea as the research. 
The first previous research, the research paper arranged by Ulifatul 
Qomariah (2016), graduated student from English Letters Department of 
IAIN Surakarta by the title “A Comparative analysis of Audiovisual 
Advertisements of LUX and DOVE Body Wash (Socio Semiotic 
Approach)”. The objectives of the research are to know what the messages 
of the signs, the similarities, and the reasons why the advertisements have 
different in delivering to the viewers by using socio semiotics approach, 
however both of the advertisements are almost similar. The subjects of the 
research are two advertisement, they are LUX and DOVE body wash. The 
method of research is used qualitative method to analyze and to interpret 
the data. The data of the research are audio and visual signs. The result of 
the research denotes that each of the side of the two advertisements 
signifies meaning and functions.  The signs reveal that both body washes 
are beauty product with women as target marketing. Both of the body 
washes have different perspective about women and beauty. LUX 
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interprets that beautiful women with fragrant skin whereas DOVE as 
women with a healthy skin.  
The first research has similarities and differences to this research. 
The similarities are the source data, the data and the method analyzing. 
The sources data the research are from the television advertising. The data 
were carried from the signs of the advertisements, verbal and visual signs. 
The research regulated qualitative method to analyze and interpret the data 
and checked by expert of semiotics.  
The differences of the first research from this research are the 
subjects of the research and the signs of the data. The first research used 
two products of the body wash advertisements (i.e., LUX and DOVE) but 
this research focuses one product (i.e., Coca Cola). The first research used 
signs of the data from the conversation, music, sound, effects, the images, 
color, and camera shot. But in this research focuses in repetition forms 
such as logo (i.e., name, symbol or icon, and combination both of the two) 
and slogans (i.e., words, phrases, clauses, and sentences) and also kinds of 
camera angles in delivering the repetition forms in television 
advertisement of Coca cola.  
The second research, it was arranged by Siti Sopianah (2010), 
graduated student from UIN Syarif Hidatullah Jakarta by title “Analisis 
Semiotik terhadap Iklan Susu Bendera Edisi Ramadhan 1430 H di 
Televisi”. The objectives of the research are to know the meanings of 
denotation, connotation, and myth in the advertisement of Firisian Flag 
Ramadan‟s edition. The method of research is used qualitative method to 
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analyze and to interpret the data with using semiotics perspective from 
Roland Barthes. The data of the research are audio and visual signs. The 
result of the research is the meaning of denotation, connotation, and myth 
the advertisement Firisian Flag Ramadan‟s edition in a theme that “We 
are steeling each other”. It means that drink a glass of Firisian Flag in 
Ramadan help us fasting run well.  The myth from the advertisement of 
Firisian Flag that crying, farting, and sniffing did not abrogate the fasting.   
The first and the second research also have similarities to this 
research. The similarities are the source data, the data, and the method 
analyzing using camera semiotics perspective by Roland Barthes. The 
sources data the research are from the television advertising, specifically 
product of drinks. The data were carried from the signs of the 
advertisements, verbal and visual signs. The signs were correlated to 
camera angles to analyze the meaning of verbal and visual signs. The 
research regulated qualitative method to analyze and interpret the data and 
checked by expert of semiotics. 
The difference from the second research, this research is the signs 
of the data. The second research used signs of the data from the 
conversation, gesture, and the images. But in this research focuses in 
repetition forms such as logo (i.e., name, symbol or icon, and combination 
both of the two) and slogans (i.e., words, phrases, clauses, and sentences) 
and also kinds of camera angles in delivering the repetition forms in 
television advertisement of Coca cola.  
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In addition, the second research, the meaning of the denotation, the 
connotation, and the myth from the conversation analyzed with using 
semiotics perspective from Roland Barthes. Although, in this research uses 
semiotics method by Roland Barthes, but in this research focuses in 
analyzing of types of the repetition were used television advertisements 
with related to the kinds and functions of the camera angles.  
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RESEARCH METHODOLOGY 
 
 
A. Research Design  
The type of research in this research is a descriptive qualitative 
method. The qualitative research is concerned with developing 
explanations of social phenomena (Hancock et al., 1998: 7). It aims to help 
to understand some aspects of social life. This research aims to explain the 
linguistics forms specifically types of repetition techniques, types of 
camera angles based functions in delivering repetition itself, and the 
relation of both of them in contributing the television advertisements of 
Coca Cola 2017.  
The method which uses in this research is a descriptive method. In 
the descriptive method, it examines the phenomena. According to 
Williams (2011: 66), “the descriptive method involves identification of 
attributes of a particular phenomenon based on an observation basis or an 
explanation of the correlation between two or more phenomenon”. The 
steps which this research follows such as the descriptive method includes 
describing the data collection procedures, analyzing and interpreting the 
data, drawing a conclusion and writing the report (Smith et.al., 2008: 170).  
   
  
 
 
  
B. Data and Source of Data 
Data refers to a body of information (Onwuegbuzie and Frels, 
2016: 49). The data collected to examine observation in this research. The 
data in this research are images from videos of the television 
advertisements of Coca Cola 2017 because according to Bhaskaran and 
Konstantinides (1997: 99), videos itself are from compression of image 
sequences. More specifically, images which contain repetition forms such 
as a logo (i.e., name, symbol or icon, and combination both of the two) 
and slogans (i.e., words, phrases, clauses, and sentences) completely in 
television advertisement of Coca Cola 2017. The data which are captured 
in a moment completely included one datum because the data in this 
research are image sequences of video. For instance, repetition‟s logotype 
of Coca Cola in bottle‟s package appears when a seller brings (i.e., one 
datum) then the bottle is held by a man (i.e., one datum). 
According to Arikunto (1998: 114), a source of the data is subject 
from which the data are obtained.  The source of the data in this research is 
taken from television advertisements of Coca Cola in 2017. To obtain 
copies of videos and more detail information of the advertisements of 
Coca Cola in 2017, it is taken from the internet especially from website 
www.youtube.com and www.coca-colacompany.com. There are five 
television advertisements of Coca Cola 2017 which are analyzed in this 
research, as follows: 
1. Iklan Coca Cola Rasakan Momennya (January 16, 2017) 
2. Iklan Coca Cola Mengejar Gebetan di Halte Bus (February 13, 2017) 
 
 
  
3. Iklan Coca Cola Eyes Closed (March 2, 2017) 
4. Iklan Coca Cola Subway (March 2, 2017) 
5. Iklan Coca Cola Make Your Meal Moment More Special (May 30, 
2017) 
 
C. Research Instrument  
A research instrument is a tool used to collect data (Waruingi, 
2013). It used to make the researcher easier to complete this research. The 
instruments divided into two kinds (i.e., main instrument and supporting 
instrument). The main instrument in this research is the researcher herself. 
According to Waruingi (2013), the main instrument in qualitative research 
is the researcher because the researcher collects data, describes the data 
collection, finds meaning in the data and finally communicates the 
meaning in writing. The supporting instrument is things used by the 
researcher in collecting and analyzing the data including pen, papers, 
computer, and electronic dictionary.  
 
D. Technique of Collecting Data 
A technique of collecting data uses particular methods in solving 
the problem formulated and in carrying out the method selected (Smith 
and Albaum, 2005: 53). There are many ways of collecting data after the 
literature review had found. According to Hancock et al. (1998: 16), there 
are several ways in collecting data such as interviews, focus groups, 
 
 
  
observation, documentation, collections of narrative, and open-ended 
question in questionnaires. 
In this research uses documentation method to collect data. The 
documentation method is a technique of getting data such as letters, 
diaries, and photographs from case note, series of letters or email, codes of 
products, websites, mission statements, and etc (Hancock et al., 1998: 19-
20). In this research, researcher documented repetition forms (i.e., images) 
in television advertisements of Coca Cola 2017 which captured the images 
from videos (i.e., compression of image sequences) and noted it as data. 
The data are found by the  following steps:  
1. Opening website www.youtube.com and Coca Cola Company 
(www.coca-colacompany.com) with keyword Coca Cola commercials 
or Coca Cola advertisement in 2017 to know lists of Coca Cola 
advertisements on television in 2017. 
2. Selecting television advertisements of Coca Cola in 2017 had shown 
in television advertisement of Indonesia (i.e., original versions of 
television advertisements of Coca Cola 2017 produced by Coca Cola 
Company without any changes in Indonesia). 
3. Downloading television advertisements of Coca Cola in 2017 from 
website www.youtube.com and Coca Cola Company (www.coca-
colacompany.com) to know the repetition forms and types of camera 
angles which use in delivering the repetition. 
4. Noting of the repetition techniques and types of camera angles which 
use in delivering the repetition of each advertisement to be analyzed. 
 
 
  
 
E. Data Validation 
Data which collected will be analyzed to result in a conclusion in 
the end. Because of that, the validity of the data is needed. The validity is 
concerned with the accuracy and truthfulness of scientific findings (Le 
Compte and Goetz in Brink et al., 2006: 188). The valid data will obtain a 
correct conclusion, in another side, invalid data will result in an incorrect 
conclusion.  
In this research, the researcher works with a face validity (i.e., 
validation through expert). According to Connaway and Powell (2010: 
62), “face validity is usually based on the opinion of subject experts who 
have been asked to evaluate an instrument”. The researcher asked and 
discussed the lecturer, Mr. Vilya Lakstian Catra Mulia, S.Hum., M.Hum., 
after the data are found by the researcher. His advice on this research gave 
a lot of contribution to the accuracy of the finding. 
 
F. Technique of Analyzing Data 
Analyzing data is carried out with purposes to analyze the collected 
data to clarify in order which appropriates to the theory applied. According 
to Hancock et al. (1998: 24), “technique of analyzing data involves 
summarizing the mass of data collected and presenting the results in a way 
that communicates the most important features”. The steps of analyzing 
the data in this research used the theory of Spradely (1979) such as 
 
 
  
domain, taxonomy, componential, and discovering the cultural theme, as 
follows: 
1. Domain analysis 
A domain is the first unit of analysis in doing this research. 
Roulston (2010: 158), the domain is any symbolic category in a culture 
that includes other categories. Moreover, according to Spradley in 
Leech and Onwuegbuzie (2007: 571), “domain analysis represents a 
search for the larger units of cultural knowledge”. The domain analysis 
is used to find classes of objects, things or ideas which identified 
through such systematic data.  
This is an important step where the researcher has to discover 
data in sources of data as the characteristics of data which needed 
(Wirawan, 2016: 70). It is used the data reduction which selected data 
with characteristics as data in this research because of not all of image 
sequences in videos of the television advertisements included as data, 
although it is possible. The data which do not have characteristics of 
images which contain of repetition such as a logo (i.e., name, symbol 
or icon, and combination both of the two) and slogans (i.e., words, 
phrases, clauses, and sentences) is reduced.  
2. Taxonomic analysis 
The second step is a taxonomic analysis. The taxonomic 
analysis is a classification system that inventories the domains into a 
flowchart or diagram which appropriate categorize (Spradley in Leech 
and Onwuegbuzie, 2007: 572). It is creating the data have found in the 
 
 
  
domain which turn identify the different levels of abstraction. The data 
which include repetition form have to classify into logo style or 
rhetorical devices and also kind of camera angles itself. Then, the 
result of it has to put into a flowchart. 
3.  Componential analysis 
A componential analysis is used to discover the differences 
between the subcomponents of domains, with the goal being to map as 
accurately as possible the psychological reality of our informant‟s 
culture knowledge (Leech and Onwuegbuzie, 2007: 574). It is used to 
understand the relationship between domains and categorize of 
taxonomy. In the componential analysis, the researcher has to find the 
connection between the data of repetitions and camera angles (e.g., 
find the meaning of relation each repetition and camera angles which 
deliver it).  
4. Discovering cultural theme 
The last step is a discovering cultural theme. The discovering 
cultural theme is a process of writing a kind of summary from the 
hundreds of specific details and deals primarily with a larger part of 
the culture (Spradley, 2016: 154). After putting the connection in all of 
the data, this is the last step to write the result of the analysis. 
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CHAPTER IV 
RESEARCH FINDINGS AND DISCUSSION 
 
 
A. Data Findings  
After classifying and analyzing the data, the researcher obtains data 
findings. The data findings are a piece of information which is discovered 
during an official examination of a problem, situation or object. This research 
focuses on three main cases such as the types of repetition techniques, types 
and functions of camera angles are used in delivering the repetitions 
dominantly, and the relation between the repetition and the camera angles 
based functions types in the television advertisements of Coca Cola 2017. 
1. Types of repetition techniques 
These data findings are related to types of repetition techniques in 
the television advertisements of Coca Cola 2017. The researcher used 
classification of Jackson and McQuarrie & Mick of types of repetition 
techniques in the television advertisements. There are two main 
classifications such as logo style and rhetorical figure repetition (i.e., 
slogan). The logo styles of Jackson are classified into five types (i.e., 
monograms, logotype, pictorial mark, combination, and emblem). The 
rhetorical figures in slogans with repetition schemes of McQuarrie & Mick 
are classified into nine types (i.e., rhyme, alliteration, assonance, anaphora, 
epiphora, epanalepsis, anadiplosis, polyptoton, and parallelism). The 
researcher found that there were 47 data contained repetitions which have 
been captured using several types the camera angles in the television 
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advertisements of Coca Cola 2017. The findings can be found in the 
following data. 
a. Logo style of repetition 
A logo style repetition is repeating images of the product‟s 
name and logo in the television advertisement. The researcher has 
found 47 data which contained the logo style repetition. Below the 
detail information of the logo style repetition, the data of the logo style 
repetition explained as follows: 
1. Logotype  
There were 47 data which have found in the television 
advertisements of Coca Cola 2017 using the logo style repetition. 
All included in one type of the repetition (i.e., logotype). The 
repetition of logotype itself form of logo consists of typographic 
elements, identify the business‟ name (e.g., Coca Cola Company). 
The researcher takes 2 data of 47 data for examples of the 
repetition of the logotype of Coca Cola, as follows: 
1) In bottle‟s package of Coca Cola 
 
 
Figure 4.10 Logotype of Coca Cola in the Bottle‟s Package 
Source: Iklan Coca Cola Rasakan Momennya, 2017 
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There are 30 data out of 47 data which appear the 
repetition of logotype of Coca Cola from the bottle‟s package 
of Coca Cola. An example of it appears in figure 4.10. It shows 
a logotype of Coca Cola as repetition which appears in a bottle 
of Coca Cola on the table (i.e., it written on a package of the 
bottle). Previously, we know that Coca Cola Company has 
been using a design of bottle‟s package of Coca Cola with red 
color background package and the logo Coca Cola dominantly.  
2) In a stand of Coca Cola 
 
 
Figure 4.11 Logotype of Coca Cola in a Stand  
Source: Iklan Coca Cola Mengejar Gebetan di Halte Bus, 2017 
 
The data which showed the logotype‟s repetition of Coca 
Cola written in a stand of Coca Cola are 4 data out of 47. In 
figure 4.11, it shows an example of 4 data. The logo of Coca Cola 
as a repetition of logotype in this television advertisement appears 
the figure 4.11. It was written in a stand of Coca Cola with the red 
background. It appears in downward and upper part of the stand. 
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3) In the center of the frame 
 
 
Table 4.12 Logotype of Coca Cola in the Center of the Frame 
Source: Iklan Coca Cola Eyes Closed, 2017 
 
There are 9 data out of 47 data which appear the logotype‟s 
repetition of Coca Cola in the center of the frame. The researcher 
takes two examples of them. It appears in figure 4.12, it shows the 
logo of Coca Cola as the repetition of logotype. One of them 
shows the logo of Coca Cola with three bottles as the background 
and one of them shows the logo of Coca Cola with the red circle. 
One of the characteristics of the television advertisements of Coca 
Cola is showing the logo of Coca Cola at the end of the television 
advertisements.  
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4)  In banner  
 
 
Table 4.13 Logotype of Coca Cola in the Banner 
Source: Iklan Coca Cola Subway, 2017 
 
There is 1 datum out of 47 data which appear the 
logotype‟s repetition of Coca Cola in banner. It appears in 
figure 4.13, it shows logo of Coca Cola as the repetition of 
logotype. It is showing a logo of Coca Cola with a red circle. 
5) In glass  
 
 
Table 4.14 The Logotype of Coca Cola in Glass 
Source: Iklan Coca Cola Makes Your Meal More Specia, 2017 
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There are 2 data out of 47 data which appear the 
logotype‟s repetition of Coca Cola in a glass. An example of it 
is showed in figure 4.14. The logotype of Coca Cola is carved 
into the glass.  
6) In cup 
 
 
Table 4.15 Logotype of Coca Cola in Cup 
Source: Iklan Coca Cola Eyes Closed, 2017 
 
There is 1 datum out of 47 data which appear the 
logotype‟s repetition of Coca Cola in a cup. An example of it is 
showed in figure 4.15. The logotype of Coca Cola is written in 
the cup.  
The distribution of the logotype‟s repetition of Coca Cola which is 
found in the television advertisements of Coca Cola 2017 is 
illustrated in table 4.1, as follows: 
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Table 4.1 Percentage of the Logotype of Coca Cola 
No. The Logotype Found in Frequency Percentage 
1. Bottle‟s package of Coca Cola 30 63.8% 
2. Stand of Coca Cola  4 8.5% 
3. The center of the frame  9 19.2% 
4. Banner  1 2.1% 
5. Glass 2 4.3% 
6. Cup 1 2.1% 
Total 47 100% 
 
 
2. Types and functions of camera angles  
A camera angle is used to create the viewpoint from the subject 
(George, 2012: 295). The researcher uses a classification of Halls and 
Stadler & McWilliam of camera angles. There are five types of camera 
angles such as high angle, low angle, eye level angle, dutch angle, and 
bird‟s eye angle. Each of the types of camera angles has different functions 
to each other. 
The researcher has found that there were 34 data using the eye 
level angle, 5 data using the high angle, and 8 data using the low angle 
from 47 data which contains Coca Cola the logotype of in television 
advertisements of Coca Cola 2017. The findings can be found in the 
following data. 
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a. High angle 
High angle can be identified where a camera‟s position 
is above the eye-line so that it is looking down at the subject 
(Halls, 2012: 62).  The researcher found 5 data out of 47 which 
using the high angle shot. There is 1 datum of the high angle 
presents threatened meaning. The other data, 4 data of the high 
angle present small views. Below the detail information of the 
high angle, the data explained as follows: 
1) High angle (small view) 
 
 
Figure 4.16 High Angle Shot (Small View) 
Source: Iklan Coca Cola Rasakan Momennya, 2017 
 
There are 4 data out of 47 which capture the 
logotype of Coca Cola using the high angle shot to create 
small views. The researcher takes one of them as an 
example. It appears in figure 4.16. It shows things which 
include in the story of the advertisement such as the bottle 
of Coca Cola, the woman, and the woman‟s handphone. 
They are captured by a high angle shot where the camera‟s 
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position higher than the subject (i.e., the bottle of Coca 
Cola). It makes the bottle of Coca Cola (i.e., the logotype 
itself) looks in small view. 
2) High angle (threatened effect) 
 
 
Figure 4.17 High Angle Shot (Threatened Effect) 
Source: Iklan Coca Cola Rasakan Momennya, 2017 
 
There is only 1 datum out of 47 data which uses the 
high angle shot with threatened effect. It is in the figure 
4.17 which is captured using the high angle shot (i.e., the 
camera‟s position is higher than the bottle of Coca Cola). It 
shows the woman‟s elbow will push toward the bottle of 
Coca Cola on the table. The high angle shot for that figure 
uses to show the views what will happen with the bottle 
such as the bottle will fall down or broke (i.e., threatened 
effect).   
b. Low angle 
Low Angle can be identified where the camera‟s 
position is below the eye level so the camera is looking up at 
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the subject (Halls, 2012: 62). There were 8 data which is 
delivered using the low angle shot. The researcher found 2 data 
of the low angle which present important effect, 2 data which 
present dominant effect, and 4 data which present powerful 
effect. Below for more explanation about it, as follows: 
1) Low angle (important effect) 
There are 2 data out of 47 which are indicated using 
the low angle to make the image of Coca Cola looks 
important. The important effect of Coca Cola usually is 
shown in at beginning of the television advertisement. An 
example of it is in figure 4.18 below: 
 
 
Figure 4.18 Low Angle Shot (Important Effect) 
Source: Iklan Coca Cola Subway, 2017 
 
In the figure above shows the logotype of Coca Cola in the 
banner. It is captured using the low angle where the camera 
is positioned lower than the banner (i.e., the logotype of 
Coca Cola), it is tilted to look upwards. The low angle itself 
helps to crates the logotype of Coca Cola looks important. 
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2) Low angle (dominant effect) 
 
 
Figure 4.19 Low Angle Shot (Dominat Effect) 
Source: Iklan Coca Cola Rasakan Momennya, 2017 
 
There are 2 data out of 47 data findings which are 
captured using the low angle shot in the television 
advertisements of Coca Cola 2017 to heighten dominance. 
An example of it is showed in the figure above (i.e., the 
figure 4.19). The logo of Coca Cola is captured using the 
low angle shot where the camera‟s position is lower than 
the bottle of Coca Cola. It is giving an effect that the 
subject more dominant than other things which appear in 
the screen (i.e., the woman and the woman‟s handphone).  
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3) Low angle (powerful effect) 
 
 
Figure 4.20 Low Angle Shot (Powerful Effect) 
Source: Iklan Coca Cola Rasakan Momennya, 2017 
 
There are 4 data out of 47 data findings which use 
the low angle shot to create a powerful effect on the Coca 
Cola. The researcher takes one example of them. It is in the 
figure 4.20. The logotype of Coca Cola is captured to look 
upwards. It creates an impression the Coca Cola is 
powerful because based on the story of the advertisement, 
the woman wakes up after touched the bottle of Coca Cola. 
 
c. Eye level angle 
The eye level angle can be identified where the 
camera‟s position is equal with the subject. The researcher 
found 34 data which is captured using the eye level angle shot. 
Below for more detail information, as follows: 
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1) Eye level angle (neutral view) 
 
 
Figure 4.21 Eye Level Angle Shot (Neutral View) 
Source: Iklan Coca Cola Makes Your Meal More Special, 2017 
 
There are 34 data out of 47 data which use the eye 
level angle shot to create neutral views. The researcher 
takes one of them as an example. In figure 4.21, it is shown 
the logo of Coca Cola in the bottle‟s package in the same 
level of eye-line. It makes a neutral view that seen by most 
of us.  
 
The percentage of using the camera angles which is used in the 
television advertisements of 2017 to deliver the logotype of Coca 
Cola 2017 is illustrated in table 4.1, as follows: 
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Table 4.2 Percentage of Types and Functions of Camera Angles 
No. Types of Camera Angle Meaning Frequency Percentage 
1. High Angle Look Smaller 4 8.5% 
Threatened  1 2.1% 
2. Low Angle  Important  2 4.3% 
Dominance 2 4.3% 
Powerful 4 8.5% 
3. Eye Level Angle Neutral Effect 34 72.3% 
Total 47 100% 
 
3. The Relation between the repetitions and the camera angle based function 
types 
The logotype‟s repetition which presents typographic elements 
identify or the name of the product (i.e., Coca Cola) showed repeatedly to 
bring an impression (i.e., using particular angle) to the Coca Cola‟s logo. 
The dominant angle which is used in delivering the logotype repetition of 
Coca Cola (i.e., the eye level angle) has several impressions with using 
neutral view. Below the detail information about the impression of the eye 
level angle: 
 
 
4.22 Eye Level Angle Shots (Neutral Views) 
Source: Iklan Coca Cola Eyes Closed, 2017 
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The first the repetition of logotype of Coca Cola, it used to make 
the viewers notice easily the logotype itself because it gives the view of 
the logotype of Coca Cola same level of eye-line.  It is important to give 
the view of the logotype of Coca Cola clearly because it is the first time it 
appears. The second the repetition of logotype of Coca Cola, it is used to 
help the viewers focus on the logotype itself. The neutral view (i.e., does 
not tend in upper or downwards of the part of the subject itself) of the 
logotype of Coca Cola will help the viewers focus to look the logo itself. 
The third the repetition of logotype of Coca Cola, after the viewers noticed 
and focused the logotype of Coca Cola, the eye level angle helps to 
remind the viewers about Coca Cola itself. It is proven that at the end of 
the television advertisements of Coca Cola always presents again the logo 
of Coca Cola in the center of the frame completely and clearly.  
The low angle and high angle shot are used to build implicit 
meanings to the logotype of Coca Cola related to context (i.e., the story of 
the television advertisement). The low angle captured the logotype of 
Coca Cola when the camera‟s position is lower than it. It is tilted to look 
upwards, is allowing the logotype of Coca Cola to dominate screen place 
(i.e., sometimes giving the impression of aggrandizement). The impression 
meanings of the low angle which is found in this television advertisement 
are such as important, dominant, and powerful (i.e., constructive image of 
Coca Cola). They helped to build the positive image for the logotype of 
Coca Cola using the camera angles as the equipment. Below the detail 
information about it: 
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The low angle in the television advertisements of Coca Cola 2017 
dominantly presents the powerful effect to the Coca Cola (i.e., 4 data out 
of 8 data of the low angle). The powerful effect is used to create the image 
of Coca Cola is a source of power (i.e., the powerful drink). In figure 4.23 
is an example of it which makes the woman shocks for touching it.  
 
 
4.23 Low Angle Shot (Powerful) 
Source: Iklan Coca Cola Rasakan Momennya, 2017 
 
The low angle which presents important and dominant effects to the Coca 
Cola is used in 4 data (i.e., 2 data present important effect and 2 data 
present dominant effect). It can be concluded that the low angle which 
presents the powerful effect most-used in the television advertisements of 
Coca Cola than the other (i.e., the low angle which presents important and 
dominant effects). It means also that the Coca Cola is trying to show that 
the Coca Cola is a powerful drink than it is just important.  
The high angle shot also is used to build effect to the logotype of 
Coca Cola. The meanings of the high angle which are found in this 
television advertisement such as look smaller and threatened effect. The 
high angle is not used to make the image of the Coca Cola is small or 
threatened (i.e., negative meanings) but it used to give effect (i.e., 
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supportive effect) related the story of the television advertisement. The 
high angle which presents small views is most-used (i.e., 4 data) than 
presents present threatened effect (i.e., 1 datum). Below more detail 
information, as follows: 
 
 
4.24 High Angle Shots 
Source: Iklan Coca Cola Rasakan Momennya, 2017 
 
In figure 4.24, it is captured a small bottle of Coca Cola (i.e., left 
figure). It is trying to show the bottle of Coca Cola is in the small bottle 
and it can be compared to others things in that view (i.e., the woman‟s 
handphone). Another figures in 4.24 (i.e., right figure), it is used to capture 
the moment when the woman will touch the bottle of Coca Cola. It will 
give some perceptions such as the bottle will fall down or broke (i.e., the 
bottle is threatened by the woman‟s hand). It can be concluded that the 
Coca Cola which appears small view (i.e., 4 data) is more needed than 
threatened effect (i.e., 1 datum) in television advertisements of Coca Cola 
2017.  
Both of the low angle and the high angle which are used in the 
television advertisement of Coca Cola 2017 are used to present impression 
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meaning. The impression meaning is about dominant low angle and 
dominant high angle are used to present that the Coca Cola is in a small 
bottle actually but it is the powerful also.  
 
B. Discussion  
In this research, there are three focus discussions in the television 
advertisements of Coca Cola 2017 namely types of repetition techniques, 
types of the dominant camera angle based functions which are used in 
delivering the repetition itself, and the relation between the types of repetitions 
and the camera angle based functions types. The findings are discussed below: 
In the television advertisements of Coca Cola 2017, the researcher 
only found one type of repetition techniques which was applied to it. It used a 
logo style technique that advertisements showed the logo of the brand (i.e., 
Coca Cola) in the promotion of the brand. The repetition of the logo style is 
used to catch the attention of the viewers easily where the advertisement 
showed images of the logo or the product‟s name repeatedly (Veerkumar and 
Jaiswal, 2015: 23). 
The type of the logo style repetitions which was applied in the 
television advertisements of Coca Cola 2017 only was found of the logotype 
repetition. The logotype itself is a form of logo consists of typographic 
elements which identify the business‟ name (Jackson, 2018). The logotype is 
one type of the logo style which shows the business‟ name completely without 
any addition (e.g., symbol or icon) and cutting (e.g., acronym). The 
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characteristic itself helps the viewers remember easily about the brand (i.e., 
Coca Cola). 
The logotype of Coca Cola appeared repeatedly in the television 
advertisements of Coca Cola 2017 which could be found in several things 
(e.g., in bottle package of Coca Cola, in stand of Coca Cola, in a cup of Coca 
Cola and in a glass Coca Cola) and in the at of the television advertisements. 
In each of the television advertisements of Coca Cola 2017 could be found the 
repetition of logotype at least 6 times which appeared in bottle package and 
the ending of the advertisement. It can be concluded the repetition of Coca 
Cola‟s logotype is shown to the viewers as much as possible to catch the 
attention of the viewers and to make the viewers remember easily.  
The goal of using the repetition of Coca Cola‟s logotype in the 
television advertisements of Coca Cola 2017 can be successful if the 
repetition itself is shown to the viewers clearly. It is important to establish the 
repetition of Coca Cola‟s logotype is presented in the appropriate viewpoint of 
camera angles because each type of camera angles has impression meaning to 
the subject which is captured.  
In the television advertisements of Coca Cola 2017, the researcher 
found dominant camera angles based function types which are used in 
capturing the repetition of Coca Cola‟s logotype. They are such as eye level 
angle (i.e., presents neutral view), low angle (i.e., presents impression 
meaning as the constructive image to Coca Cola), and high angle (i.e., 
presents supportive meaning to the context of the advertisements). The first 
most-used of camera angles based function types is the eye level angle which 
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presents neutral view of Coca Cola‟s logotype with total 34 data out of 47 
data findings. It means that in this television advertisements of Coca Cola 
2017 wants to show the repetition of Coca Cola‟s logotype which the neutral 
view without any particular perspective (i.e., tilted upper or downwards of the 
subject). It is used to maximize the effect of the repetition (i.e., to catch 
attention, to help the viewers focus and to make the viewers memorize easily). 
The second most-used of camera angles based functions types is the 
low angle which presents powerful meaning Coca Cola‟s logotype with a total 
4 data out of 47 data findings. Beside to show neutral views of Coca Cola‟s 
logotype, in television advertisements of Coca Cola 2017 showed impression 
meaning to Coca Cola‟s logotype. It is used to create the powerful effect to 
Coca Cola‟s logotype (i.e., as the powerful drink). It helps to build the 
positive image of Coca Cola. 
The third most-used of camera angles based function types is the high 
angle which presents the small view Coca Cola‟s logotype with total 4 data 
out of 47 data findings. The small view in here is not used to build the 
negative image of Coca Cola, it is used to show the bottle of Coca Cola which 
actually small. If both of them (i.e., the high angle with the small view of 
Coca Cola and the low angle with powerful meaning) can be combined it 
creates meaning that Coca Cola is in the small bottle but it is just powerful. 
Beside of the high angle shot which presents the small view, the high 
angle shot which presents threatened effect to the bottle of Coca Cola (i.e., the 
logotype of Coca Cola) is found one time and it is to be a type of camera 
angles which has the lowest percentage. It can be concluded that high angle 
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shot with negative meanings (i.e., threatened effect) is avoided to use in the 
television advertisements of Coca Cola, although it is just used to create as 
supportive effect to the story of the advertisements.  
From the explanation above, it can be concluded that television 
advertisements of Coca Cola want to show the repetition of Coca Cola‟s 
logotype as much as possible to make viewers remember Coca Cola easily. 
The dominant type of camera angle (i.e., eye level angle) which is used to 
deliver the logotype repetition of Coca Cola in the television advertisements 
of Coca Cola 2017 can discover a cultural theme from it. Below for detail 
explanation: 
 
 
Figure 4.24 The Ending of Logotype‟s Repetition of Coca Cola in Television Advertisements 
2017  
Source: Television Advertisements 2017 of Coca Cola 
 
 
From the figure 4.24 above, the eye level angle creates neutral views 
of the logotype of Coca Cola. In neutral views, there are not allowed any 
particular impressions to upper or downward and left or right sides. It means 
that Coca Cola takes a comfortable position where it does not take any 
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particular impression sides itself. For instance, any particular sides (i.e., upper 
or downward and left or right sides) can be illustrated as positive and negative 
effects of consuming Coca Cola. It means that Coca Cola is standing in the 
center side around the positive or negative effects. It can be concluded that 
Coca Cola gives any choices for consumers to consume Coca Cola or not with 
the responsibilities itself. If the consumers take it, it means the consumers are 
taking the risks of positive or negative effects because the neutral condition of 
Coca Cola is standing around the risks. 
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CHAPTER V 
CONCLUSION AND SUGGESTION 
 
 
A. Conclusions 
After analyzing types of repetition techniques, types and functions 
of the dominant camera angles which are used in delivering the repetitions, 
and the relation between the types of repetitions and the camera angle 
based functions types in the television advertisements of Coca Cola 2017, 
the researcher concludes the study as follows: 
1. The researcher concludes that there one type of repetitions which was 
found in the television advertisements of Coca Cola 2017 and it is logo 
style repetition. There are 47 times in the television advertisements of 
Coca Cola 2017 which contain logo style repetition. Those are 
including in the logotype repetition. In each of the television 
advertisement, the logotype repetition appears at least 6 times and at 
most 13 times. It can be concluded the repetition of Coca Cola‟s 
logotype is shown to the viewers as much as possible to catch attention 
of the viewers and to make the viewers remember easily. 
2. In the television advertisements of Coca Cola 2017, the researcher 
only finds three types of camera angles based functions types which 
are used to capture the logotype repetition of Coca Cola. The eye level 
angle is the most-used type of camera angle in capturing the logotype 
repetition of Coca Cola which gives neutral views to make the views 
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notice easily, focus, and remember. It is showed 34 data out of 47 or 
72.3% portion of the data findings. The second most-used type of 
camera angles is the low angle shot which is used to build the positive 
image of Coca Cola with 8 data out of 47 data findings or 17.1% 
portion (i.e., 4 data present powerful meaning, 2 data present important 
meaning, and 2 data present dominant meaning). The third most-used 
type of camera angles is the high angle which is used to give effect 
(i.e., supportive effect) related the story with total 5 data out of 47 data 
findings or 10.6% portion (i.e., 4 data present small views and 1 datum 
presents threatened effect). 
3. In neutral views of the eye level angle, there are not allowed any 
particular impressions to upper or downward and left or right sides. It 
means that Coca Cola takes a comfortable position where it does not 
take any particular impression sides itself. For instance, any particular 
sides (i.e., upper or downward and left or right sides) can be illustrated 
as positive and negative effects of consuming Coca Cola. It means that 
Coca Cola is standing in the center side around the positive or negative 
effects. It can be concluded that Coca Cola gives any choices for 
consumers to consume Coca Cola or not with the responsibilities itself. 
If the consumers take it, it means the consumers are taking the risks of 
positive or negative effects because the neutral condition of Coca Cola 
is standing around the risks. 
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B. Suggestions 
Based on the conclusion above the researcher proposes the suggestion as 
follows: 
1. For the readers  
The result of this research may help for the readers to know 
that linguistics features (i.e., the repetition techniques) and branch of 
linguistics (i.e., the semiotics of photography of camera angles) can 
also be learned by media (advertisements), especially the television 
advertisement of Coca Cola 2017. The repetition techniques itself not 
only can be found in literature but also it can be found in the media 
(i.e., the advertisements) to obtain certain purpose (e.g., persuasive 
communication) which is delivered using camera angles to give the 
impression to the repetition itself. By reading this research, the 
researcher hopes that the readers can understand that the linguistics 
feature can be combined with the branch of linguistics to apply in real 
life. 
2. For the next researchers 
The result of the research can be used to inspire for next 
researchers in studying linguistics, especially about linguistics features 
(i.e., the repetition techniques) and branch of linguistics (i.e., the 
semiotics of photography of camera angles) can also be learned by 
media especially the television advertisement of Coca Cola 2017. It 
focuses on the relation of the repetitions and the camera angles which 
are used to deliver advertisements successfully. It had better if the next 
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researchers also take discussion in other linguistics features and other 
branches of linguistics which can be combined into some media. 
Furthermore, the researcher hopes to next researchers can be doing the 
research better and carefully. 
3. The advertiser  
The result of this research may help to inspire the advertisers 
for using the repetition techniques, especially in logo styles repetition 
in the television advertisements with appropriate types of camera 
angles based functions which is need into it. By reading this research, 
the researcher hopes that the advertisers can understand that many 
impression meanings which both of them (i.e., the logotype repetition 
and particular types of camera angles) to the subject or information.  
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Appendix 01 
 
AN ANALYSIS OF REPETITION TECHNIQUE 
 IN COCA COLA TELEVISION ADVERTISEMENTS 2017  
(SEMIOTIC APPROACH OF CAMERA ANGLES) 
 
      LIST OF DATA  
No. 
Television 
Advertisement of 
Coca Cola 2017 
Data 
1. Iklan Coca Cola 
Rasakan Momennya  
a. Repetition 1.1 
 
b. Repetition 1.2 
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c. Repetition 1.3 
 
d. Repetition 1.4 
 
e. Repetition 1.5 
 
f. Repetition 1.6 
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g. Repetition 1.7 
 
h. Repetition 1.8 
 
i. Repetition 1.9 
 
j. Repetition 1.10 
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k. Repetition 1.11 
 
2. Iklan Coca Cola 
Mengejar Gebetan di 
Halte Bus 
a. Repetition 2.1 
 
b. Repetition 2.2 
 
c. Repetition 2.3 
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d. Repetition 2.4 
 
e. Repetition 2.5 
 
f. Repetition 2.6 
 
g. Repetition 2.7 
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h. Repetition 2.8 
 
i. Repetition 2.9 
 
j. Repetition 2.10 
 
k. Repetition 2.11 
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l. Repetition 2.12 
 
m. Repetition 2.13 
 
3. Iklan Coca Cola Eyes 
Closed 
a. Repetition 3.1 
 
b. Repetition 3.2 
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c. Repetition 3.3 
 
d. Repetition 3.4 
 
e. Repetition 3.5 
 
f. Repetition 3.6 
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4. Iklan Coca Cola 
Subway 
a. Repetition 4.1 
 
b. Repetition 4.2 
 
c. Repetition 4.3 
 
d. Repetition 4.4 
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e. Repetition 4.5 
 
f. Repetition 4.6 
 
5. Iklan Coca Cola Make 
Your Meal Moment 
More Special 
a. Repetition 5.1 
 
b. Repetition 5.2 
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c. Repetition 5.3 
 
d. Repetition 5.4 
 
e. Repetition 5.5 
 
f. Repetition 5.6 
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g. Repetition 5.7 
 
h. Repetition 5.8 
 
i. Repetition 5.9 
 
j. Repetition 5.10 
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k. Repetition 5.11 
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Appendix 02 
 
No. Television Advertisements of Coca Cola 2017 Publish 
1. Iklan Coca Cola Rasakan Momennya January 16, 2017 
2. Iklan Coca Cola Mengejar Gebetan di Halte Bus February 13, 2017 
3. Iklan Coca Cola Eyes Closed March 2, 2017 
4. Iklan Coca Cola Subway March 2, 2017 
5. Iklan Coca Cola Make Your Meal Moment More Special May 30, 2017 
    
 
Analyzing Repetition and Camera Angles in Television Advertisements of Coca Cola 2017 
1. Iklan Coca Cola Rasakan Momennya (January 16, 2017) 
No.  Moment   Repetition  Camera Angles Meaning 
1. A waiter puts a bottle of Coca Cola on table. Logotype Low Angle Heighting dominance of Coca Cola. 
2. The bottle of Coca Cola on table. Logotype Eye Level 
Angle 
Gives a neutral effect. 
3. When the screen shows the bottle of Coca 
Cola on table and shows the woman who 
orders a bottle of Coca Cola. 
Logotype High Angle It shows us that Coca Cola is small 
bottle. 
4. The woman‟s elbow is nearer to the bottle of Logotype High Angle It gives effect that Coca Cola 
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Coca Cola. threatened by the woman‟s hand. It is 
possible that it will fall down on the 
floor or it will smash.  
5. The woman‟s elbow touches the bottle of 
Coca Cola. 
Logotype Low Angle Makes an effect of that Coca Cola‟s 
more dominance.  
6. The woman shocks at what her elbow touches 
something on the table. 
Logotype Low Angle It emphasizes that Coca Cola is most 
powerful drink. 
7. When the woman‟s aware that her elbow 
touches the bottle of Coca Cola on the table. 
Logotype Eye Level 
Angle 
Present a view as seen by most of us 
or a neutral. 
8. The woman drinks Coca Cola from the bottle 
of Coca Cola. 
Logotype Low Angle It tries to prove that Coca Cola 
sources of power, because it‟s a 
powerful drink. 
9. When the man is shocked by the woman who 
sticks the bottle of Coca Cola to his arm. 
Logotype Low Angle Coca Cola gives power, because it‟s 
powerful. 
10. (1) The screen shows the logo of Coca Cola 
with background of the woman who is 
jumping. 
Logotype Eye Level 
Angle 
Present a view as seen by most of us 
as a neutral. 
11. (2) The screen shows the logo of Coca Cola 
with background of the woman who is 
jumping. 
Logotype  Eye Level 
Angle 
Present a view as seen by most of us. 
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2. Iklan Coca Cola Mengejar Gebetan di Halte Bus (February 13, 2017) 
No. Moment   Repetition  Camera Angle Meaning  
1. The screen shows the condition of a bus 
terminal that there is stand of Coca Cola.  
Logotype Eye Level Angle Present a view as seen by most of us 
or a neutral view. 
2. Beside of stand of Coca Cola, there is man 
who sits in the bus terminal. The man feels 
sleepy and it makes peoples who walk out 
pass him gives attention to him. 
Logotype Eye Level Angle Gives a neutral effect for viewers. 
3. (1) The seller in stand of Coca Cola hits a 
bottle of Coca Cola using a spoon repeatedly 
to make sound to awaken the man because 
there is woman who wants talking to him. 
Logotype High Angle It shows us that Coca Cola is a small 
bottle and we can hold it in edge of 
the bottle. 
4. (2) The seller in stand of Coca Cola hits a 
bottle of Coca Cola using a spoon repeatedly 
to make sound to awaken the man because 
there is woman who wants talking to him.  
Logotype Eye Level Angle Present a neutral view. 
5. A bus stops in front of the bus terminal. Logotype Eye Level Angle A neutral effect. 
6. The seller in stand of Coca Cola takes a bottle 
of Coca Cola. 
Logotype High Angle It shows us that many small of bottles 
of Coca Cola in container ice. 
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7. The seller puts a bottle of Coca Cola to stick 
the man‟s arm. 
Logotype Eye Level Angle Gives a neutral effect to Coca Cola. 
8. The seller opens bottle cup of the Coca Cola‟s 
bottle. 
Logotype Low Angle Coca Cola is an important. 
9. The seller gives the bottle of Coca Cola to 
him. 
Logotype Eye Level Angle It means a neutral view. 
10. Foam is coming out from the bottle of Coca 
Cola. 
Logotype Eye Level Angle Gives a neutral view. 
11. The man already drank Coca Cola. Logotype Eye Level Angle Gives a neutral effect. 
12. (1) The screen shows the logo of Coca Cola 
with background of the man and the woman 
are in a same bus together before the man run 
to catch that bus. 
Logotype Eye Level Angle Present a view as seen by most of us 
or neutral. 
13. (2) The screen shows the logo of Coca Cola 
with background of the man and the woman 
are in a same bus together before the man run 
to catch that bus. 
Logotype Eye Level Angle Present a view as seen by most of us. 
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3. Iklan Coca Cola Eyes Closed (March 2, 2017) 
No. Moment   Repetition  Camera Angle Meaning  
1. A bottle of Coca Cola sticks to woman‟s 
cheek.  
Logotype Eye Level 
Angle 
Normal view as a view as seen by us. 
2. A man drinks Coca Cola from a bottle. Logotype Eye Level 
Angle 
Present a view as seen by most of us 
neutrally. 
3. A supporter holds a cup of Coca Cola. Logotype Eye Level 
Angle 
Gives a neutral view. 
4. A woman drinks a bottle of Coca Cola. Logotype Eye Level 
Angle 
Present a view as seen by most of us 
or neutral. 
5. (1) The screen shows the logo of Coca Cola 
with background of the woman drinks the 
bottle of Coca Cola. 
Logotype Eye Level 
Angle 
It gives a neutral effect. 
6. (2) The screen shows the logo of Coca Cola 
with background of the woman drinks the 
bottle of Coca Cola. 
Logotype Eye Level 
Angle 
It is neutral effect. 
 
4. Iklan Coca Cola Subway (March 2, 2017) 
No. Moment  Repetition Camera Angle Meaning 
1. There are two banners which show the logo of Logotype Low Angle It tells us that Coca Cola is an 
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Coca Cola and pictures of bottles of Coca Cola. important thing for us. 
2. A man drinks Coca Cola from a bottle. Logotype Low Angle Coca Cola is source of power 
because it is a powerful drink. 
3. The man has drunk Coca Cola. Logotype Eye Level 
Angle 
It presents a neutral view. 
4. The man holds the bottle of Coca Cola. Logotype Eye Level 
Angle 
A neutral effect as a normal view. 
5. (1) The screen shows the logo of Coca Cola 
with background of subway‟s area. 
Logotype Eye Level 
Angle 
It is what we have to see. So, it uses 
a neutral angle which has neutral 
effect. 
6. (2) The screen shows the logo of Coca Cola 
with background of subway‟s area. 
Logotype Eye Level 
Angle 
Present a view as seen by most of us. 
 
5. Iklan Coca Cola Make Your Meal Moment More Special (May 30, 2017) 
No. Timing Repetition Camera Angle Meaning 
1. Daughter brings a bottle of Coca Cola. Logotype Eye Level 
Angle 
It is what we have to see first so it 
uses an angle which a view as seen 
by most of us. 
2. On the dinner‟s table, there is the bottle of Coca 
Cola. 
Logotype High Angle It tells us that many things on the 
table but Coca Cola is a small thing 
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what we have to see. 
3. (1) Mother pours Coca Cola into a glass which 
has logo of Coca Cola. 
Logotype Eye Level 
Angle 
Present a view as seen by most of us. 
4. (2) Mother pours Coca Cola into a glass which 
has logo of Coca Cola. 
Logotype Eye Level 
Angle 
A neutral view. 
5. Mother leaves the table which there is the bottle 
of Coca Cola. 
Logotype Eye Level 
Angle 
Gives a neutral view.  
6. Mother sits in front of the table which there is 
an empty bottle of Coca Cola. 
Logotype Eye Level 
Angle 
Present a view as seen by most of us 
or a neutral view. 
7. Daughter brings a bottle of Coca Cola again. Logotype Eye Level 
Angle 
Present a view as seen by most of us. 
8. Someone pours Coca Cola into a glass which 
has logo of Coca Cola. 
Logotype Eye Level 
Angle 
It gives a neutral effect. 
9. Brother brings a bottle of Coca Cola. Logotype Eye Level 
Angle 
It gives a neutral effect also. 
10. The screen shows the logo of Coca Cola with 
red background. 
Logotype Eye Level 
Angle 
A neutral view. 
11. The screen shows variant products of Coca 
Cola Company with red background. 
Logotype Eye Level 
Angle 
A normal view. 
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Total  
 
 
               Camera 
Angle 
 
 
 
Repetition  
High Angle Low Angle 
Eye 
Level 
Angle 
Ducth Angle 
Bird 
Angle 
Look 
small
er 
Weaker  
Power
less  
Threate
ned 
Look 
Larger 
Import
ant 
Dominan
ce 
Powerf
ul  
Neutr
al 
Effect 
Psychologi
cal 
Imbalance 
Inebriati
on 
Artist
ic 
Slogan             
Logo 
Style 
Monograms             
Logotypes  4   1  2 2 4 34    
Pictorial 
Marks 
            
Combinatio
n 
            
Emblem             
Rhetor
ic 
Figure 
Rhyme             
Alliteration              
Assonance              
Anaphora              
Epiphora              
Epanalepsis              
Anadiplosis              
Polyptoton              
Parallelism              
